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Alan Gayle is a sales and marketing consultant specialising in the construction
industry. In this column he offers advice on how to make an impact in the market
you want to reach. This time he looks at the essentials of a Marketing Plan.

Thes month's articha is the second part
of the basics of marketing that we
covered last manth, Once you know
what marketing is and what it can do
for you, the next thing you need is a
Markating Plan.

Markating Plans can be very
complicatad and very costly, but thay
don't hawe to be that way.

| use the following six questions as an
outline for the essentials of a
Markating Plan

1. Where are we now?

This is a brief Review of your
business. It doesn't have to be toa
detailad. You're current turnover, your
profit margin and how much you're
spending on markating is enough to
gel you started. itwould also help you
to know which customers ara the
most profitable for your business.

2. Where do we want to ba?

This is about your ohjectives. ldentify
new tanget customers and set tangets
for increased turnover and profit
margin. ¥What are your priorities and
what can wait until next year?

3. How do we gat thera?

This is your Stratagy. Decide what you
need 1o do to reach your objectives.
Congider metworking, PR, CPD
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SEManars, corporate entartainmant,
print advertising, lead generation
services, digital marketing le-
mailshots, onling adverts etc.) to
name but a few. Thare are dozens of
cost-affective ways to reach new
cusiomers. Also be sure to review
your website and literature 1o ensure
they enhance your corporate identity
rather than fragment it. In other
words, to convey & professional
image, be consistent with your
design, particularty with your use of
colours and fonts and the placemant
of yaur loga.

Az a guide, keep A-1-0-A in mind. It
stands for Attention, Interest, Desire,
Action. Your marketing strategy
should bead your potential customers
through this process.

4. What will it cost?

The all important budget. I've baan
asked several times how much a
company “shoubd” spend on
marketing. 0f course, it depends
your objectives and your resources
bt | think 3-7% af turnover is realistic
for mast SMEs (small and medium
sired enterprises) in the construction
industry. Whatever amount you
decide, allocate a budget and stay
within it.

5.Who does what and when?
Implameantation is whera so many
Marketing Plans fall down. Have you
heard of Jim Rohn's Law of
Diminishing Inteni? It's when, over a
peariod of tima, the good intentions you
start out with fade away to nothing.
Jim Rahn says: “The time to act is
when the idea is hot and the emotion
is strong.” So to avoid this comman
trap, delegate specific tasks, allocata
time scales for completing them,
ensure everyons follows-up and
review the progress at least quartarly.
6. What's my Retumn On
Investment?

Evaluation will tell you your ROI
{retumn on investment], which iz the
whode point of marketing in the first
placa. Stop what doasn't wark,
cantinue or incraase what does work
and compane your new position with
whide you were at Stage 1. How
much have you spant on marketing?
How much additional profit will you
make? How can it be improved?

If you're still not convinced you need
a Marketing Plan, consider what the
ancignt Chinese general and
strategist Sun Tou sald: *Strategy [
long tarm planning] without tactics [ie
specific actions] is the slowest route

to victory. [But] tactics without
strategy is tha noise before dafeat.™

MNext month I'm going 1o pass on a faw
tips to improve your advartising.

@ For insightful comment on the
construction industry, take a look at
the CIM-CIG {Chanared Institute of
Marketing-Construction Industry
Group) site at www.cimeig.ong/news



